The main purpose of this study is to explore the impact of the dimensions of service quality on the perceived performance of Nepal Telecom phone users in Kathmandu valley of Nepal. The study has used the five service quality dimensions of SERVQUAL model. These five dimensions of service quality which were developed by Parasuraman namely tangibles, reliability, responsiveness, assurance, and empathy where used to measure the level of customers satisfaction in Nepal Telecom users. The study uses quantitative approach and done different descriptive and correlation analysis tools. Both descriptive and explanatory analysis is being used in this research. A questionnaire was designed and distributed to 200 respondents using a probabilistic sampling technique. Both descriptive and inferential statistics have been used to find out the mean score and correlation between the service quality dimensions with satisfaction level and to test the hypothesis. According to the findings of the study all the five dimensions of service quality have shown a positive and significant effect on customer satisfaction. Pearson correlation analysis was carried out to examine the relationship between service quality dimensions and customer satisfaction and the results shows that all five dimensions have a strong positive relationship, reliability (0.587) and empathy (0.556) are first two dimensions which have strong and positive significant impact on customer satisfaction. As for the recommendation that has come up for this study is that telecom operator should heavily focus on ways to provide satisfaction to customers so that they stay with their network for longer period of time. Since telecom companies do not provide tangible products, their service quality is usually evaluated by measures of the service-provider's relationship with customers. The main factors of customer satisfactions are network coverage, billing method, customer care center, promotion and value-added schemes, delivery of SMS & MMS quality.
INTRODUCTION
In the age of globalization, achieving the higher level of customer satisfaction is the challenging task in the service sector. Therefore, for this challenging task, many organizations have started to improve their service quality and providing better services to their customers. The telecommunication industry is undergoing rapid changes through globalization and technological development. On top of that customers have access to all the information they want in just a click so customers cannot be tricked anymore. They can switch their service providers at any point of time if they are not satisfied with their mobile services. Hence, it is very important for telecom industry to maintain their service quality to maintain sustainability for longer period of time. Today, it is crucial for telecommunication sector to focus on those activities that result in meeting customer's expectations. It's already a high time that leading companies like Ncell and NTC understand the need of customers and fulfills them so that they become loyal to them for longer period of time. In the telecommunications industry, price is no longer the main factor to choose any services but quality is the key. Customers keep demanding more and expect excellent quality. Monitoring is not enough in today's era. A key element of proactivity means preventing customers from experiencing deterioration of service quality. This study will help in providing insight into customer perception of service quality so that NT can use it as a tool to gain customers satisfaction and loyalty. dissatisfaction can prime customers agitate and recruiting a new customer is very difficult and costly in terms of marketing. Because the two concepts of service quality and customer satisfaction have been connected to customer behavioral intentions like purchase and loyalty intention, willingness to spread positive word of mouth, referral and complaint intention by many researchers [1] . In the competitive Telecommunication industry, customer satisfaction is measured as the key of success. Service quality should consider as a key strategic issue for any business success in organizations operating in service industries [2] . Those service providers who establish a high level of service quality hold a high level of customer satisfaction; they also create a sustainable competitive advantage. Research indicates that companies with an excellent customer service record reported a 72% increase in profit per employee, compared to similar organizations that have demonstrated poor customer service; it is also five times higher to interest new customers than to retain present customers [3] . The key to existence of customer satisfaction is to measure customers expectation. On the other hand, with better understanding of customer's perceptions, service industry can control the actions required to meet the customer's needs. So, they can simply satisfy the customer which is directly influence on the overall performance of the service companies. Customer satisfaction is one of the important tools to run a business and to accomplish the mission statement and vision of the business. Indeed, customer satisfaction has great significance for the future of an industries and we can also say that customer satisfaction is the foundation for securing market position. Therefore, to keep customers both satisfied and loyal the company should focus on accomplishing high levels of service quality [4] .
Every organization including telecom organizations strive for long lasting success through building long and solid relationship with their customers. Meeting customers' expectations is a challenging task for telecom operators of Nepal because of the increment in the number of educated customers. It is highly required that telecom companies check the level of quality service and understand the critical service quality factors that most effect customer loyalty to achieve greater benefits and big returns. This complicated picture needs ongoing studies by the telecom sector to obtain quantitative results as an output; such results is expected to clarify the real picture of the leading operators of Nepal: NTC and Ncell. From the firm's perspective, it is important to confirm that customers are satisfied with the product they purchase as well as with the way the product is delivered. Customers have definite needs, expectations, and perceptions, but if a company is not able to exceed or at least meet these expectations, the customer becomes dissatisfied and probably does not consider a repurchase [5] . One requirement for customer satisfaction is, therefore, that the company knows their customer's needs and expectations.
The purpose of this study was to analyze the service quality provided by Nepal Telecom (NT) and relating it to the customer satisfaction. The major objective of this thesis is to investigate the impact of service quality dimensions (tangibility, reliability, responsiveness, assurance and empathy) on customer satisfaction for NT service using SERVQUAL model. The specific objectives of this thesis are as follows:
 To examine the correlation between the service quality dimensions.  To examine the relationship between service quality dimensions and customer satisfaction with NT services.  To identify the service quality dimensions that has significant effect on customer satisfaction.  To examine the overall satisfaction level of customers with the service quality of NT.
LITERATURE REVIEW Researcher
Year 
SERVQUAL Model
The SERVQUAL Model is an empiric model by Zeithaml, Parasuraman and Berry to compare service quality performance with customer service quality needs. SERVQUAL has been widely used in telecommunication industries in different cultural context with high reliability and validity [14, 15, 16] . The SERVQUAL instrument has become the most dominant instrument for measuring service quality and it originally comprises 10 dimensions with 97 items but later reduced to 5 dimensions with 22 items in 1991. The five dimensions are tangibles, reliability, responsiveness, assurance and empathy.
 Tangibles: It is about the physical evidence of the service.  Reliability: The service dimension of reliability measures the consistency of performance and the dependability of the service.  Assurance: Assurance entails the knowledge and courtesy of employees and their ability to convey trust and confidence.  Responsiveness: Responsiveness concerns the willingness or readiness of employees to provide service [17]  Empathy: Empathy entails caring and provision of individualized attention to customers by personnel of the firm [18] . 
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RESEARCH METHODOLOGY
Research Design
A research design provides a framework for the collection and analysis of data. Descriptive (cross-sectional) as well as exploratory research will be carried out to fulfill the objectives of this research.
Sample Size Determination
Determining an appropriate sample size depends on a number of factors, such as, the purpose of the study, population size, level of precision, level of confidence and risk of selecting a bad sample. To determine the sample size,
………………………………..(1)
Here, n is the sample size, Z is the abscissa of the normal curve that cuts of an area at the tails at 95% confidence level, e is the level of precision at 5%, p is 0.5 and q is 1-p = 1-0.5 = 0.5
By putting the values in the formula, the sample size has been calculated as follows: n = (1.96) 2 * 0.5 * 0.5 n = 385 (0.5) 2
Hence, the sample size for the study as calculated from the use of [19] formula comes to 385. However, due to time limitation only 300 questionnaires were distributed and among these some are uncompleted and some are incorrectly filled so filtering all those data only 200 complete questionnaires were collected and analyzed using statistical package for social science (SPSS).
Validity and reliability
Cronbach's alpha is a coefficient of reliability used to measure the internal consistency of a test or scale. For internal reliability (consistency of the research instrument), reliability test for all service quality dimensions was done. Overall scale reliability 0.934 25 Therefore, from Table 1 the overall reliability of the scale was found to be 0.934 which is more than 0.6 which indicates the acceptability of the items.
Responsiveness
RESULT AND DISCUSSION
Descriptive analysis
This section presented the results and analysis of the descriptive statistics of the variables under investigation in tabular formats. From the table 2 we can see that 53% of respondents are female and 47% of respondents are male. The highest number of the respondents (41%) belong to age group 26-32 because most of the users with this group might be doing services and businesses and for that purpose their usage of mobile and services will be high as well. The age group 18-25 contains least number of respondents (14%) to this research because this group contains the younger generations who might be only be interested in calls and SMS. The number of respondents in the group 33 -50 years is quite a high (25.5%) because in this age group the users might use mobile for services and business purpose whose frequency of usage of mobile service is high. , we can see that the mean of tangibility is equal to 3.169 and the mean of assurance is equal to 3.207, which indicates that customers are more satisfied and agree on the tangibles and assurance with the service provided by Nepal Telecom. The mean scores on the dimensions of service quality indicates that respondents are moderately satisfied by empathy and then by reliability and less satisfied on the dimension responsiveness.
Description of overall customer satisfaction
From table 4, we can see that 6.5% of the respondents are very satisfied, 51.0% of the respondents are satisfied and 14.0% are neutral, 24.5% of the respondents are dissatisfied and the remaining 4.0% are very dissatisfied with the service quality they get from Nepal Telecom. That means Nepal Telecom can satisfy only 57.5 % of customers which can share their satisfaction as satisfied and very satisfied. Here, the mean value for customer satisfaction is 2.69 with a standard deviation of 1.040 respectively ( 
4.3Correlation Analysis
Correlation is a statistical technique that can show whether and how strongly pairs of variables are related. The main result of a correlation is called the correlation coefficient (r). It ranges from -1.0 to +1.0. The closer r is to +1 or -1, the more closely the two variables are related. As shown in the objective and theoretical framework, to test the relationship between service quality dimensions and customer satisfaction, correlation analysis is calculated and evaluated. As we can see it on table 6 all the service quality dimensions have a significant positive relationship with customer satisfaction. The main finding is that, there is positive and strong relationship between reliability and customer satisfaction whose values are r = 0.587, < 0.01, empathy and customer satisfaction value are r = 0.556, P < 0.01, tangibility and customer satisfaction value are r = 0.529, p < 0.01 and there is substantial positive correlation among responsiveness and customer satisfaction whose value are r = 0.526, p < 0.01 and then there is a moderate positive correlation among assurance and customer satisfaction with values r = 0.457, P <0.01. Reliability has a very strong positive correlation with customer satisfaction which is 0.587.
One-way ANOVA and cross tabulation
The One-Way ANOVA compares the means of two or more independent groups in order to determine whether there is statistical evidence that the associated population means are significantly different. One-Way ANOVA is a parametric test. The F test indicates whether the model is significant overall. This means that at least one of the means is different from the others.
Cross-tabulation is one of the most useful analytical tools and is a main-stay of the market research industry. A cross-tabulation is a two (or more) dimensional table that records the number (frequency) of respondents that have the specific characteristics described in the cells of the table. Cross-tabulation tables provide a wealth of information about the relationship between the variables. Using one-way ANOVA and cross tabulation the research hypothesis was tested and the results are as follows: 
